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Perkembangan teknologi informasi membawa dampak yang sangat besar 
terhadap dunia perbankan di seluruh dunia, termasuk di Indonesia. Kehadiran 
internet telah mengubah perilaku manusia dalam melakukan kegiatan. Saat ini 
banyak sekali kegiatan yang mampu dilakukan dengan adanya internet, termasuk 
transaksi perbankan. Transaksi perbankan yang biasanya dilakukan melalui kantor 
cabang atau mesin ATM, sekarang bisa dilakukan dengan sebuah aplikasi 
perbankan yaitu mobile banking. Mobile banking sangat memudahkan manusia 
untuk melakukan kegiatan transfer maupun pembelian pulsa, token listrik, serta 
membayar tagihan dan cicilan. Berkat berkembangnya teknologi dan munculnya 
mobile banking, nasabah semakin jarang mendatangi kantor cabang, mereka 
cenderung menggunakan mobile banking untuk melakukan transaksi perbankan. 
Penelitian ini bertujuan untuk menganalisis Pengaruh E-Service Quality, 
Customer Value, Corporate Image terhadap E-Customer Satisfaction dan 
dampaknya terhadap E-Customer Loyalty pada Mobile Banking Bank Central Asia 
di Surabaya. Penelitian ini menggunakan metode kuantitatif dan data yang 
digunakan dalam penelitian ini adalah data primer. Jumlah sampel yang digunakan 
dalam penelitian ini sebanyak 180 responden dengan teknik penyampelan non- 
probability sampling menggunakan purposive sampling. Teknik analisis yang 
digunakan adalah analisis SEM dengan program LISREL. 
Hasil penelitian ini menunjukkan bahwa E-Service Quality, Customer Value 
dan Corporate Image tidak berpengaruh signifikan terhadap E-Customer 
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The development of information technology has a huge impact on the world 
of banking throughout the world, including in Indonesia. The presence of the 
internet has changed human behavior in conducting activities. At present there are 
many activities that can be carried out with the internet, including banking 
transactions. Banking transactions which are usually done through branch offices 
or ATM machines, can now be done with a banking application, namely mobile 
banking. Mobile banking makes it very easy for humans to transfer and purchase 
credit, electricity tokens, and pay bills and installments. Thanks to the development 
of technology and the emergence of mobile banking, customers rarely visit branch 
offices, they tend to use mobile banking to conduct banking transactions. 
This study aims to analyze the Effect of E-Service Quality, Customer Value, 
Corporate Image on E-Customer Satisfaction and its impact on E-Customer Loyalty 
on Bank Central Asia's Mobile Banking in Surabaya. This research uses 
quantitative methods and the data used in this study are primary data. The number 
of samples used in this study were 180 respondents with a non-probability sampling 
technique using purposive sampling. The analysis technique used is SEM analysis 
with the LISREL program. 
The results of this study indicate that E-Service Quality, Customer Value 
and Corporate Image have no significant effect on E-Customer Satisfaction. E- 
Customer Satisfaction has a significant effect on E-Customer Loyalty. 
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